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ABSTRACT This paper discusses a 
comparative study of national business 
support programmes in design operated 
by National Design Centres (NDCs) in 
the UK and South Korea. The research 
identified the drivers for, and barriers 
to, implementing national support 
programmes in design and presents the 
recommendations for new approaches to 
the development and implementation of 
such programmes. The research findings 
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illustrate that while there are some similarities 
in barriers to implementing such programmes, 
government support for businesses through NDCs 
differs in the two countries due to the different 
content and structure of programme delivery. The 
research findings also indicate that critical issues 
influencing national support in design are autonomy 
and respective organizations’ perspectives and 
purposes.
KEYWORDS: design policy, design strategy, national design 
programme, business support in design
Introduction
Design is frequently cited as a key tool for enhancing 
competitiveness and economic success in a world of 
rapidly changing markets, evolving technology, increasing 
customer demand for quality products and services, and heavily 
increased global competitiveness (Blaich, 1988; Bureau of European 
Design Associations, 2004; Gemser, 1997; Hamel and Pralahad, 
1994; Hertenstein et al, 2001; National Agency for Enterprise and 
Housing, 2003; Tether, 2005; Topalian, 1990; Valtonen, 2007). 
Businesses therefore are increasingly recognizing the importance of 
design and considering the use of design to achieve business objec-
tives and the ability to compete in both national and international 
markets, while governments are embracing policies to encourage 
businesses to develop and implement new products and services 
through design. Design has thus become a high priority (Department 
of Trade and Industry, 2003; Valtonen, 2007).
Governments around the world are increasingly acknowledging 
the role and value of design; many nations – including Denmark, 
Finland, Germany, China, India, Singapore, Korea and New Zealand 
– are investing in building the capacity of design sectors, and some 
nations have developed their own design sectors to assist eco-
nomic growth (Design Council, 2006b; Walton and Duncan, 2003). 
Governments are seeking appropriate ways to harness national 
design capabilities to support industry for competitive advantage in 
the rapidly changing environments of the global market place and 
economy. Recently, many governments have formulated design poli-
cies and national business support programmes in design in close 
cooperation with the business sector, to develop design in the face 
of increasing competition (Hytönen and Heikkien, 2003).
This paper focuses on how governments support businesses 
through national design bodies by examining two national busi-
ness support programmes in design in the UK and South Korea. 
A discussion of the two national business support programmes is 
presented. These two countries were selected because firstly, they 
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National Business Support Programmes in the UK and South Korea
are regarded as having a clear and effective design policy (Hannon, 
1993; Walton, 1993, 2004; Walton and Duncan, 2003) and have ap-
plied government design policy and design promotion programmes 
that have intensified the role of design in international competition 
(Hytönen and Heikkien, 2003). It is claimed that the UK has a strong 
government-supported design export programme (Commission on 
Public Policy and British Business, 1997), has the largest design 
industry in Europe (Design Council, 2007g), and is a key knowledge 
hub in the global economy (Department of Trade and Industry, 2003). 
In South Korea, the government has invested in infrastructure for 
design promotion, has increased the quality and quantity of design 
education, and extended the use of design in industry (Ministry of 
Commerce, Industry and Energy (MOCIE), 2007) gaining recognition 
through its ambitious design-policy framework and the success of its 
design support programme (Walton and Duncan, 2003). Secondly, 
the two countries are different in the level of maturity of their ‘design 
support’, that is, the UK has a mature Design Council and South 
Korea’s Korea Institute of Design Promotion (KIDP) is relatively new, 
and yet, the countries are similar in their design and innovation index 
ranking in the Global Competitiveness Report (Porter et al, 2005; 
World Economic Forum, 2002).
The principal aim of this study is to recommend suitable ap-
proaches for developing and implementing national design policies, 
particularly national business support programmes in design for 
Small and Medium Enterprises (SMEs), by considering the research 
question: ‘What are the drivers for and barriers to implementing na-
tional business support programmes in design in the UK and South 
Korea?’ The exploratory nature of this research, which begins by 
determining the phenomenon’s attributes, lends itself to a research-
then-theory (inductive) approach to answering the research question.
Quantitative and qualitative data collection approaches and 
analysis were triangulated to make best use of the methodology. 
First, literature reviews and a comparison of existing data on the re-
lationship between design and competitiveness investigated current 
theories of national design policy and identified the relationship be-
tween design, national design policies and global competitiveness. 
Second, historical-comparative research was conducted to achieve 
a thorough understanding of the history of the national design policy 
and industrial development, and their relationship in the UK and 
South Korea respectively. Third, in order to understand and compare 
the two nations’ approach to national business support programmes 
in design, mixed-methods were employed:
1. a detailed desk-based analysis including documentary evidence 
related to the activities of the UK Design Council and the Korea 
Institute for Design Promotion;
2. open-ended exploratory and in-depth interviews with experts 
in the areas of design policy and national design support 
Th
e 
D
es
ig
n 
Jo
ur
na
l
8
2
Youngok Choi, Sungwoo Lim and Martyn Evans
programmes including 13 respondents from the UK (including 
the Design Council, Regional Development Agencies (RDAs), 
delivery partners, design associates and businesses), and 
with 22 respondents from South Korea (including the Ministry 
of Knowledge and Economy (MKE), KIDP, businesses, design 
agencies, a design Non-Governmental Organization (NGO) and 
academia). Interviews for this study adopted a one-to-one format 
and used the standardized open-ended interview. Interviews 
ranged from structured to semi-structured, where the questions 
are determined before the interview but it is undertaken with an 
open-ended conversational format. Interviewees were all asked 
the same predetermined questions to ensure consistency and 
objectivity, but they could answer in any way they chose because 
of the open-ended format of the interviews; and
3. a survey to understand the perspective of businesses involved 
in national design support programmes (82 respondents and 
employees of 409 SMEs involved in national design support 
programmes).
The interviewees and a questionnaire survey with SMEs were under-
taken in this study with the aim of understanding South Korean busi-
nesses’ perspective on the national business support programme 
in design for SMEs, whereas the findings from the exploratory inter-
views were mainly used for the development of the survey.
Fourth, comparative analysis was undertaken to compare the 
findings in both countries. Fifth, various data analysis techniques 
were employed, including statistical techniques to collect, analyse, 
justify and interpret data, and determine alternative recommenda-
tions. Lastly, recommendations for developing and implementing 
national support programmes were formulated and stakeholder 
views were collected via a questionnaire to assist in the valida-
tion and refinement of these recommendations. Consultation was 
conducted with 11 respondents in six countries including Australia, 
Canada, Finland, Norway, South Korea and the UK. Respondents 
included the National Design Centres (NDCs), design NGOs, an 
RDA, a business support agency, an economic research institute 
and a university involved in national design policies.
This paper presents the background of the national business 
support programmes in design in the UK and South Korea. A com-
parative analysis was conducted and recommendations for national 
business support programmes in design are suggested, and the re-
sults of the assessment of the recommendations are also discussed.
National Business Support Programmes in Design in 
the UK and South Korea
From the desk-based work, interviews and survey, we can describe 
the activities of the two business support programmes, Designing 
Demand (UK) and Design Innovation (South Korea) as follows.
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Business support in the UK: Designing Demand
Designing Demand is the only national business support programme 
in design which helps UK businesses use design to improve 
performance and boost competitiveness, particularly by helping 
SMEs to compete nationally and globally (Design Council, 2007a, 
2007b, 2007c). The programme, launched by the Design Council in 
September 2006, was in response to the recommendations of the 
Cox Review of Creativity in Business: Building on the UK’s Strengths 
(Cox, 2005) which was undertaken by Sir George Cox, the then 
Design Council Chairman (Design Council, 2007c).
Designing Demand was developed by the Design Council and 
delivered in partnership with RDAs (Design Council, 2007e). The 
RDAs, who determine the nature of the programmes to be deliv-
ered in their specific region, are strategic partners with the Design 
Council, delivering the programme in collaboration with the delivery 
partners (Design Council, 2007d, 2007e). The delivery partners are 
generally independent NGOs, which deliver the Designing Demand 
programme to businesses. The role of design associates is to sup-
port businesses participating in the programme. The structure for the 
delivery of Designing Demand is illustrated in Figure 1.
Designing Demand consists of two key components: (1) Design-
ing Demand Workshops which are targeted at a number of stake-
holder groups and introduce the value of design to organizations, 
and (2) Business Growth Services which utilize design as a vehicle 
to conduct design-led research activities and/or support the use 
of design in strategy definition (Design Council, 2007f). Designing 
Demand Workshops, which are separate one-day workshops, offer 
support to businesses, designers, business advisors and technology 
ventures (Design Council, 2007f). Business Growth Services provide 
one-to-one mentors to support businesses with design, comprising 
three distinct stages (Generate, Innovate and Immerse) depend-
ing upon the depth, nature and duration of the business support 
required. Generate is intended to move a design project forward, 
identifying how design can be used to enhance a business’s com-
petitive edge; Innovate focuses on technology ventures between the 
pre-seed and early-stage phases, using design to commercialize 
new technology; and Immerse offers an intensive strategic workout 
for mature businesses, collaborating with design managers to inves-
tigate how using design can approach core business issues to make 
a lasting impact on performance (Design Council, 2007f). Figure 2 
summarizes the focus of each element of the support programme.
Business support in South Korea: Design Innovation
Design Innovation, South Korea’s most representative national busi-
ness support programme, operates as a growth engine for SMEs 
(Korea Institute of Design Promotion (KIDP), 2006c; Kim, 2006). The 
programme was launched in 1994 as part of the first Five-Year-Plan 
for Industrial Design Promotion. The programme is intended to 
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enhance industrial competitiveness, encourage higher value-added 
business through design development, provide the infrastructure for 
sustainable design growth through increased investment in design, 
and disseminate design management expertise (Korea Institute of 
Design Promotion (KIDP), 2004, 2006a, 2006c).
The Programme was developed by the Korea Institute of Design 
Promotion (KIDP) and approved by the Ministry of Commerce, 
Industry and Energy (MOCIE, now the Ministry of Knowledge 
Economy (MKE)) to roll out and support delivery of the programme 
to businesses. KIDP, the main body implementing Design Innovation, 
provides funds to businesses to develop design through the pro-
gramme. Independent design agencies carry out projects offer-
ing design services to businesses to develop design solutions and 
participating agencies are selected by KIDP. Figure 3 illustrates the 
delivery structure of Design Innovation.
The programme supports both SMEs and design agencies. 
This provides a fully-fledged service, from design development to 
Figure 1 
Structure for the delivery 
of Designing Demand. 
Based on Design Council 
(2007f); interviewees from 
the Design Council, RDAs, 
delivery partners and 
design associates.
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 commercialization, to any business experiencing difficulties with 
either the design development process or financial resources (Korea 
Institute of Design Promotion (KIDP), 2006c). Design Innovation 
provides funding support of up to £55,000 a year for businesses 
to develop design solutions, which covers two-thirds of the fee for 
design development. If the project is evaluated as a success, the 
participating business pays back a certain percentage of the support 
funding (20 per cent of the total fee) as a royalty to the KIDP (Korea 
Institute of Design Promotion (KIDP), 2006c).
Analysis of the Business Support Programmes
The study identified that design undoubtedly makes a significant 
contribution to business success and competitiveness, and that 
businesses need to understand the importance of design. In both 
countries, government support for industry through national design 
bodies shares certain similarities, despite their different context, con-
tent and delivery structure. In the UK, the features of the Designing 
Demand programme are: (1) the well-developed content of each 
component of the programme, three different levels of programmes 
with different purposes and target groups; (2) the strong brand value 
of the Design Council; and (3) highly qualified design associates. In 
South Korea, the key features of the Design Innovation programme 
are: (1) funding support and (2) the simple delivery structure of the 
programme.
Figure 2 
The elements of Designing 
Demand. Based on 
Design Council, (2007f); 
interviewees from the 
Design Council.
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From the primary and secondary data collected, analysis identi-
fied seven key issues regarding national business support in design. 
These seven issues including the challenges to implementing the 
national support programmes will now be considered in detail.
Development of the national business support 
programmes in design
Most SMEs face greater risks and uncertainties than large busi-
nesses (Burns, 2007). The primary focus of any business is the 
maintenance and development of the products, markets and pro-
cesses of their organization (Bank of England, 1996; Bennett, 2006). 
However, the specific needs of each business differ according to its 
size and growth stage and the sector it operates in (Greiner, 1972).
Government-led programmes supporting and promoting de-
sign in industry in both the UK and South Korea have encountered 
 operational difficulties due to businesses’ differing support needs, 
Figure 3 
Structure for the delivery of 
Design Innovation. Based 
on Korea Institute of Design 
Promotion (KIDP) (2006a, 
2006c).
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and the inevitable gap between theory and practice. The effective-
ness of support also differs according to the size of a business. 
Although data on participant satisfaction indicates that the pro-
grammes are well developed, the findings from this research illus-
trate that in practice they still do not fully meet businesses’ individual 
design needs.
In the UK, evidence emerged that a major issue in the Designing 
Demand programme is the recruitment of businesses due to a lack 
of awareness of design and shortage of time and funds to invest in 
design. The barriers to the programme as perceived by the respon-
dents are: (1) difficulties in encouraging businesses to go forward 
to the next workshop stage (in Generate and Innovate) from the 
Designing Demand Workshops; (2) the selection criteria for busi-
nesses are too stringent, making it difficult to find eligible businesses, 
and the intervention point at the business stage does not work well; 
(3) the areas supported by Generate to develop branding and mar-
keting communications were often perceived as too superficial; and 
(4) in Innovate the participants are often not sufficiently interested in 
developing design in the programme.
In South Korea, by contrast, the funding support programme 
matches SMEs’ fundamental needs better since they frequently 
have financial difficulties. However, this support was often developed 
without considering the different needs of businesses in terms of 
business size. Medium-size enterprises reported that they wanted 
a consulting/mentoring service to help diagnose design problems, 
to facilitate their business improvement solutions and to provide rich 
information about national and international design trends, whilst 
small-size enterprises preferred straightforward funding support.
Design support in the service sector
The service industry has continued to grow and become the major 
driving force in contemporary economies (Hollins et al, 2003; Maffei 
et al, 2005). In the UK, service industries have been growing since 
the 1950s, and now three-quarters of the UK economy is based on 
services while manufacturing is seriously stagnant, with a declining 
share of economic activity (Tether, 2008). Whilst the service industry 
in South Korea in 2005 accounted for about 50 per cent of real gross 
domestic product (GDP) growth, manufacturing represented only 
approximately 30 per cent (Korea Federation of Small and Medium 
Business, 2006).
In both nations the Design Council and the KIDP have not suc-
ceeded in providing design support for the service industry, despite 
recognizing that the industry is essential to the economy and that 
design is in great demand from the service sector. The results of 
the British Design Industry Valuation Survey 2005–2006 (British 
Design and Innovation, 2006) illustrate that around 60 per cent 
of design agencies are working with businesses from the service 
 sector, compared with less than 20 per cent of agencies working 
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with manufacturing businesses. By 2005, investment in design in 
South Korea had already reached about 40 per cent, although the 
service industry has only emerged since the 1990s (Korea Institute 
of Design Promotion (KIDP), 2006b).
Recently, according to the interviewees from the Design Council 
and KIDP, they have actively been engaged with the service industry 
to promote the role of design within its sectors (Design Council, 
2011b, 2011c; Korea Institute of Design Promotion (KIDP), 2009). 
The London Development Agency (LDA) was keen to include both 
services and products, and therefore planned to create a support 
programme for the service sector in 2008 (an interviewee from the 
London Development Agency, 2008). However, since current pro-
grammes are mainly for manufacturing businesses, they are argu-
ably unsuitable for the service industry, although a consensus has 
yet to be reached on this matter. Current theories, however, identify 
differences in design between the manufacturing and service sec-
tors, and thus there are operating barriers to using traditional design 
approaches in the service sector (Tekes, 2007).
Delivery of the national business support  
programmes in design
There are two options for delivery of the national support pro-
grammes: delivery by the developer alone as in the case of the 
KIDP, South Korea; and delivery by other organizations, either inde-
pendently or as a delivery partner with the developer, a format used 
by the Design Council in the UK. The key issue here is whether the 
delivery structure should be nationally or regionally based.
The research findings indicate that in the UK the structure of the 
national support programme and its relationship to the RDAs is com-
plex, the delivery by RDAs at regional level is more appropriate than 
delivery by the NDC at national level. This is due to each RDA having 
a better understanding of its local situation and so being better able 
to plan effective delivery. The autonomy and flexibility of the delivery 
of the programmes at regional level is, however, still an important 
issue. The Design Council and design associates would prefer to 
deliver the programme without modifications, with Design Council 
representatives on the panels to select businesses for certain com-
ponents of the programme, and recruiting the design associates. 
RDAs, however, have a perceived lack of autonomy in the running of 
the programme – even though they deliver it in their regions with their 
funds – and believe that they should have a right to run the entire 
programme as they see fit. The perceived lack of regional autonomy 
engenders a feeling that they are merely the delivery mechanism for 
the national programme in their regions.
Design advisory service
Although the two countries operate their respective national design 
programmes in differing contexts and both national centres report 
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that their programmes are working effectively and that participants’ 
feedback has been positive (Design Council, 2007c; Korea Institute 
of Design Promotion (KIDP), 2006a), there are still critical issues in 
providing a Design Advisory Service from the current system.
In South Korea, there is no Design Advisory Service. Design agen-
cies, which receive KIDP funding, provide design services to private 
businesses for the support programme without design advisers. 
Since design agencies should be selected from the KIDP’s roster, 
about one-third of the business interviewees pointed out that work-
ing with the design agencies in the programme is much harder than 
working with other design agencies outside of the programme in 
terms of communication for design development. More importantly, 
businesses have less choice of design agencies, which therefore 
potentially results in poor quality and less cost-effective projects. 
KIDP, however, had no specific method for evaluating the outcome 
of the programme as a success or failure, but relies on participating 
businesses’ self-evaluation, which was based on their estimation of 
the contribution of design to turnover, profit and brand value. As over 
half of the business respondents stressed, there are also difficulties 
obtaining the authority of the main operator between two benefi-
ciaries in the projects. Therefore, both KIDP and the beneficiaries 
perceived the need for design experts who can act as intermediaries 
and give design advice in the programme.
In the UK there is much debate, on the basis of cost and au-
tonomy, over whether the design advisers should belong to the 
Design Council or the RDA. Some RDA respondents stated that the 
programme is overly controlled by the Design Council, to which they 
are responsible because design associates fall within the Design 
Council’s authority. Thus, over half of the respondents from the RDAs 
indicated they would be willing to employ and manage full-time 
design advisers and believed this would be more cost-effective. 
Conversely, both the Design Council and the design associates 
expressed concerns about cost: in that although regionally recruited 
advisers may be cost-effective, the cost reduction may also ad-
versely affect the quality of the projects, because of difficulties in 
finding experts who are as highly qualified as the current design 
associates but with lower service fees.
Design competitiveness
Both the UK and South Korean governments recognize that many 
of their design agencies are uncompetitive because of poor profes-
sional skills (Design Council, 2006a; MOCIE, 2007; Korea Federation 
of Design Associations, 2007a). Most respondents believed the 
quality of design agencies was a key issue for running national 
programmes, since this directly influences the quality of design. 
Interviewees’ responses on this issue in both countries can be 
summarized as: (1) lack of product knowledge in development, (2) 
low quality of design outcome, (3) communications difficulties with 
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 businesses, (4) lack of understanding of clients’ businesses, and (5) 
poor project management skills.
A large number of students graduate from design and design-
related courses at colleges and universities – approximately 16,000 
in 2003–2004 in the UK and 26,000 in 2006 in South Korea – with 
inadequate practical design skills (Design Council, 2006a; Ministry 
of Commerce, Industry and Energy (MOCIE), 2007). The key issue 
of the skills base of the UK and South Korean industries is the weak 
link between design education and current design practice (Design 
Council, 2006a; Korea Federation of Design Associations, 2007b). 
South Korean design education, for example, still focuses primarily 
on practical art skills with few links to the disciplines of marketing, 
engineering, business, and management, which leads to an average 
period of field adjustment for the graduate workforce of around 9.5 
months (Ministry of Commerce, Industry and Energy (MOCIE), 2004, 
2005). Theory-based education is another key issue, making it dif-
ficult for designers to see the relevance of their knowledge of design 
theory to practice; therefore, they often face many challenges in 
practice to which they fail to respond effectively.
In the training of professional designers, it is reported that design 
agencies and businesses in both countries are generally poor at de-
veloping their employees’ skills, and that designers are provided with 
less job-related training than other similar occupational groups, with 
a resulting skills gap often characterized by low-quality performance 
(Design Council, 2006a; Ministry of Commerce, Industry and Energy 
(MOCIE), 2004, 2005; Office for National Statistics, 2003).
Marketing for the national support programmes and 
communication methods for promotion
Launching a product or service onto the market is a fundamental 
activity which requires the creation of a marketing strategy at orga-
nizational level, considering how best to make the product appeal-
ing, to maximize sales opportunities (Gurton, 2003). However, the 
respondents reported that both the UK’s and South Korea’s design 
support programme marketing activities fail to make businesses 
aware of the available programmes. Businesses often do not know 
what support is available and are therefore less likely to join the pro-
gramme, and the delivery bodies have difficulty finding appropriate 
businesses to participate. It was reported that in the UK, businesses 
are introduced to the national support programmes by Business Link 
representatives (a government-funded business advisory service) 
or delivery partners, and by design agencies (another beneficiary 
of the support) in South Korea, rather than through the marketing 
of the NDCs or delivery bodies. Indeed, even though businesses 
are introduced to the programme through these channels, they still 
reported having no clear idea of the programme’s components or 
whether these were appropriate to their needs. Moreover, the dif-
ficulty in the current delivery structure of the programme, especially 
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in the UK, is whether the Design Council or the RDAs should carry 
out the marketing for the programme, since the two parties have 
different marketing perspectives as the respective developer and 
deliverer of the support programme. Interviewees from the Design 
Council believed RDAs’ marketing activities are more effective than 
those they carry out themselves, but respondents from the RDAs 
disagreed with this.
At the time of the study, marketing methods carried out in 
both countries were not effectively attracting enough businesses 
to participate in their respective programmes. In the UK, RDAs, 
delivery partners and business respondents believed most of the 
case studies provided by the Design Council to be too generalized 
and lightweight, lacking good stories and mainly compiled for the 
Immerse programme (appropriate for medium-sized enterprises). 
South Korea experienced similar issues.
Simplification of the business support programmes 
and supporting businesses in design
SMEs are universally regarded as the crucial engine for economic 
growth and employment (Bruce et al, 1998; Burns, 2007). The UK 
government invests £2.5bn per year on funding and advising busi-
nesses (Department for Business Enterprise & Regulatory Reform, 
2008), whilst South Korea’s 2008 business support budget is £6.3bn 
(Ministry of Planning and Budget, 2008). However, findings from this 
study indicate that access to government support is problematic. 
Most interviewees in both countries stressed that many businesses 
struggle to discover how and where they can obtain government 
help because of: (1) the numerous support programmes which 
include design (over 3,000 schemes in the UK (Department for 
Business Enterprise & Regulatory Reform, 2007, 2008), and over 
1,400 in South Korea (Lee, 2006)) delivered by multiple providers 
(Design Council, 2007e; HM Treasury, 2008; Lee, 2006; Small and 
Medium Business Administration, 2008); (2) the lack of easily acces-
sible information about the programmes; (3) poor links between sup-
port programmes; and (4) the unclear specialism of each programme 
because of similar or duplicated functions where even employees 
of business support agencies are often unclear what is on offer and 
which programmes work well.
Another key issue is that business support agencies lack special-
ists who both fully understand the business support schemes and 
also have industrial knowledge and extensive experience of working 
with businesses in design. This combination of skills is needed to 
diagnose business problems and needs, and act as intermediaries 
matching individual business needs with the relevant design providers.
Summary
The analysis of the study identified seven key issues relating to the 
drivers and barriers for implementing national support programmes 
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for design. It is clear that national context impacts upon the nature of 
the support needed by, and provided to, businesses in each country. 
The need for alternative recommendations for context specific mod-
els of national business support programmes for design was a key 
finding of the study. In response to the seven key issues identified 
above, recommendations are detailed in the next section.
Recommendations for National Business Support 
Programmes in Design
Following the analysis of the research activities, recommendations 
for the national business support programmes in design were devel-
oped which address the challenges identified in the previous section. 
The recommendations are detailed below. The responsibility for the 
development and implementation of the content and focus of the 
business support programme is dependent on the context and the 
model chosen. This section concludes with an overview of the links 
between the recommendations for the national business support 
programmes for design (see Figure 4).
Development of the national business support 
programmes
NDCs should conduct applied rigorous research on SMEs to un-
derstand their design needs in order to more effectively support 
businesses:
•	 NDCs	should	 identify	 the	different	design	needs	of	businesses	
based on sector, size and development stage.
•	 NDCs	should	 identify	 the	theory–practice	gap	to	support	busi­
nesses, focusing particularly on developing selection criteria for 
businesses, intervention points and contents.
•	 NDCs	should	set	up	a	‘Programme	Advisory	Group’	composed	
of business representatives from different sectors, sizes and 
development stages to ensure a more business-centred 
programme.
Design support in the service sector
NDCs should develop national design support programmes for busi-
nesses in the service sector:
•	 The	NDC	creates	a	new	set	of	national	support	programmes	with	
new selection criteria for service sector businesses.
•	 The	Design	Advisory	Service	recruits	design	advisers,	who	are	
experts in service design, to support the new programmes for the 
service sector.
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Delivery of the national business support  
programmes in design
NDCs and Regional Support Agencies (RSAs) should have sepa-
rate and defined roles in developing and delivering national design 
support programmes, and RSAs should have more flexibility and 
autonomy in delivery of the national design support programme and 
shared ownership with NDCs:
•	 NDCs	 should	 continuously	 develop	 the	 national	 support	
programmes.
•	 The	RSAs	deliver	 the	programme	developed	for	businesses	 in	
their regions with autonomy over the programme through shared 
ownership.
•	 The	programme	should	be	a	standard	model,	with	the	flexibility	to	
accommodate regional situations.
•	 Design	advisers	help	RSAs	to	modify	the	programme	for	particular	
regional situations without affecting the quality of the programme.
Design advisory service
NDCs should provide a Design Advisory Service for national design 
support programmes and the Design Advisory Services should 
provide design support to both NDCs and RSAs:
•	 The	NDC	establishes	a	Design	Advisory	Service	as	a	separate	
body.
•	 The	organization	for	the	Design	Advisory	Service	is	independent,	
but remains under the aegis of the design centre for performance-
monitoring purposes.
Design competitiveness
Design degrees should focus on developing students’ design skills 
and relevant business skills together and enable students’ flex-
ibility in devising their own designs through a business-oriented 
curriculum. Government should develop more training schemes 
to enhance Continual Professional Development (CPD) amongst 
design professionals:
•	 Colleges	and	universities	should	offer	flexible	design	courses,	
which focus on improving students’ design skills.
•	 They	 should	work	 closely	with	businesses	 from	 industry	 to	
encourage students to meet the demands of industry and 
understand practice.
•	 They	 should	 develop	 design	 course	 content	 through	 the	
observation and assessment of the processes and tasks of 
students’ collaborative projects with industry (businesses), and 
feed back to those students.
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•	 They	 should	 provide	 rich	 experiences	 in	 working	 in	multi­
disciplinary projects both in academia and industry, encouraging 
integration with other disciplines, such as engineering, technology, 
business and management.
•	 More	training	schemes	should	be	offered	at	governmental	level	to	
enhance CPD amongst design professionals.
Marketing for the national support programmes and 
communication methods for promotion
NDCs and RSAs should have separate and defined marketing roles 
for the national design support programmes and continuously de-
velop creative methods for the effective promotion of design support 
programmes:
•	 RSAs	should	carry	out	marketing	activities	to	deliver	the	national	
design support programme in their regions.
•	 The	NDC	should	 run	a	public	 relations	 (PR)	campaign	 for	 the	
national design support programme.
•	 Both	the	NDC	and	RSAs	should	continually	develop	methods	for	
the effective promotion of the programme. It is suggested that this 
should: (1) use technology-based visual and auditory information 
as an important tool in promotion strategies; (2) hold design 
forums, workshops and seminars for Chief Executive Officers 
(CEOs) in SMEs, to raise their awareness of the importance of 
design, and (3) provide businesses with a preliminary consultation 
design service.
Simplification of the business support programmes 
and supporting businesses in design
NDCs should produce all information about business support in 
design, and Business Support Agencies (BSAs) should ensure they 
have a comprehensively skilled workforce in design support:
•	 NDCs	should	produce	all	 information	about	business	support	
in design at national and regional level, and make it available to 
businesses and the business support agencies.
•	 The	BSAs	should	ensure	 they	have	a	comprehensively	skilled	
workforce in design, to provide more effective diagnostic and 
intermediary services for design.
Links between the recommendations
It is clear that the above recommendations for national business 
support programmes in design are multi-layered, interrelated and 
interdependent. Figure 4 presents the nature of the links between the 
individual recommendations.
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Stakeholder Feedback upon Proposed 
Recommendations
Feedback upon the proposed recommendations for national busi-
ness support programmes in design was obtained via a survey from 
11 respondents involved in national design policies or design-related 
activities in six countries (Choi et al, 2010). The results clearly indi-
cate that respondents from different organizations and regions vary 
in their opinions on the recommendations, and were influenced by 
both their geographical and political contexts and their political and 
cultural environments (Choi et al, 2010). The results reveal broad 
agreement amongst the respondents about most components of 
the recommendations (Table 1).
There were, however, some contradictions in certain aspects of 
the recommendations depending on the respondent’s organization. 
First, most NDC respondents strongly believed providing businesses 
with a preliminary consultation design service is an important way 
to promote national business support programmes in design, but 
only about half the respondents from other organizations agreed. 
Second, all design NGO respondents believed NDCs should pro-
duce information about business support programmes in design 
at both national and regional level for businesses, whilst only half 
the NDC respondents agreed. Third, many respondents thought 
the PR campaign for the national support programmes in design is 
the NDCs’ responsibility and only half believed RSAs should carry 
out regional marketing activities to deliver the national business 
Figure 4 
Links between the 
recommendations.
Th
e 
D
es
ig
n 
Jo
ur
na
l
9
6
Youngok Choi, Sungwoo Lim and Martyn Evans
 support programmes in design. Half the respondents from NDCs 
and respondents from design NGOs strongly disagreed with the rec-
ommendation, but respondents from design-related organizations, 
which are currently involved in the delivery of the national business 
support programme in design, strongly agreed. Responses about 
the training schemes for professionals differed regionally. While 
all respondents in the Eastern countries strongly believed training 
Table 1 Stakeholder feedback about proposed recommendations of national business support 
programmes in design.
Development of the 
programmes
All respondents agreed that NDCs should conduct applied rigorous 
research on SMEs to understand their design needs, in order to effectively 
support businesses, and most respondents (10)* agreed that NDCs should 
set up a ‘Programme Advisory Group’.
Design support in the 
service sector
Most respondents (9) believed NDCs should develop national design 
support programmes for businesses in the service sector. The Eastern 
countries are more concerned about the service sector than those in the 
West.
Delivery of the programmes Most respondents (8) were positive about the proposition of having 
separate and defined roles between NDCs and RSAs in developing and 
delivering the programmes, and sharing ownership of the delivery of the 
programme in their respective regions.
Design Advisory Service Most respondents (8) believed NDCs should provide a Design Advisory 
Service for national design support programmes (all NDC and design NGO 
respondents agreed).
Design competitiveness Most respondents (10) agreed (7 strongly agreed) with the proposition 
on design education at tertiary level, and 8 agreed that university 
design degree courses should enable students flexibility in devising 
their own design through a business oriented curriculum. There was no 
organizational bias, but Western respondents agreed more strongly with 
these ideas.
Marketing and 
communication of the 
programmes
Most respondents (8) believed NDCs should run the programme PR 
campaigns, but six respondents thought RSAs should carry out regional 
marketing activities to deliver the national design support programmes.
On communication methods for promotion of the programmes, seminars 
for CEOs in SMEs were reported as an effective method (10 agreed and 
8 strongly agreed), reflecting the importance of raising design awareness 
of CEOs in SMEs to invest in design, although only half the respondents 
agreed with using technology-based visual and auditory information.
Simplification of the 
programmes
Most respondents (10) believed the business support agencies should 
ensure they have a comprehensively skilled workforce in design support, to 
provide more effective diagnostic and intermediary services.
* Numbers given in parentheses indicate number of respondents
Th
e 
D
es
ig
n 
Jo
ur
na
l
9
7
National Business Support Programmes in the UK and South Korea
schemes to enhance CPD amongst design professionals should be 
government responsibility, Western respondents varied from strong 
agreement to strong disagreement.
The critical issues influencing the implementation of national busi-
ness support programmes in design surround autonomy. Responses 
to most of the recommendations which raised autonomy issues 
varied according to the respondent’s organization. First, RSA re-
spondents wanted flexibility and autonomy in the delivery of national 
design support programmes, and most respondents from design 
NGOs and design-related organizations supported this position, 
whereas NDC respondents were neutral or negative about giving 
RSAs greater flexibility and autonomy. Second, all design NGO 
respondents strongly agreed that Design Advisory Services should 
be independent from NDCs, while those working for NDCs generally 
disagreed.
It is therefore clear that the recommendations, including the 
autonomy issues, should be applied with due consideration to 
respective countries’ different cultures and political environments 
and respective organizations’ perspectives and purposes. The 
Design Council and RDAs in the UK have recently undergone 
some changes: the Design Council has merged with CABE (The 
Commission for Architecture and the Built Environment) and its role 
has been changed to a Non-Departmental Public Body (NDPB, 
Royal Charter charity organization) with reduced government fund-
ing (Department for Business, Innovation & Skills, 2010), and the UK 
government has announced its decision to close RDAs by April 2012 
(Regional Development Agency Network (RDAN), 2011). However, 
the Design Council will still need to work in close partnership with 
the Department for Business, Innovation and Skills in order to help 
Britain use design to build a stronger economy and society, that is, 
it needs to be responsive to industry, advise government and help 
the public sector (Department for Business, Innovation & Skills, 
2010; Design Council, 2011a), and the government will form Local 
Enterprise Partnerships which represent the views of the current 
RDAs (Regional Development Agency Network (RDAN), 2011). The 
authors therefore do not envisage these changes greatly influencing 
the application of the recommendations, but it may be necessary 
to take into account the changed political environments and the 
organizations’ purposes, in further developing and implementing the 
programmes.
A final interesting finding was that many respondents borrow 
aspects of other countries’ cases when developing their national 
design policy and design support programmes.
Conclusions and Future Research
The aim of this study was to understand national business support 
programmes in design and propose recommendations, using the 
UK and South Korea as case studies. The study reviewed national 
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support programmes in the UK and South Korea to identify the 
drivers for, and barriers to, implementing national business support 
programmes in design. The results of this research illustrated that 
while there are some similarities in barriers to such support, for 
example, lack of understanding of national design centres regarding 
SMEs or lack of marketing for the programmes, government support 
for industry through NDCs differs in the two countries due to the 
different content and structure of programme delivery. The research 
findings also indicate that the critical issues influencing national sup-
port surround autonomy. This was clearly evident in both countries. 
The context specificity of the requirements for national business 
support programmes in design, for example, the unique political 
environments of the different counties and associated remit and 
function of organizations, underscored the findings.
This research would benefit from further studies of: (1) national 
business support programmes in design in other countries, using 
the key findings of this study to seek appropriate approaches for 
development of design capabilities for improving competitiveness 
and economic growth, with specific consideration of the critical 
issues, and (2) the policy of central governance and control versus 
local autonomy.
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